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FRED PERRY 


ON THE UPSWIN 


Men’s Spring 2003 


ood news! The outlook reinvention of classic and casual 
for high-end and designer wear, and fashion is looking new 


men’s fashion is bullish, and fresh. Clothes have been 
after a long string of collections that re-colored, and there are enough 
have not inspired men to buy full new details and new proportions for 
price. David Wolfe, an analyst at the men to get excited about fashion 
Doneger Group, a retail-consulting again. Finally, the male customer ts 
firm in NYC enthuses: going to get his kicks.” 





“We’re in a very good place in men’s continued on page 4 
fashion today. Designers are finally 
listening to the customer. There’s a 
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while others were on our radar 
already, but all looked fresh, 
and definitely worth checking 
out. In essence, this is one show 
you can’t afford to pass up. 


FRED PERRY showed wonder- 
ful accessories including their 
proven favorites, like the 
leather tennis shoe re-worked 
in spring colors. Also key is 
the piqué plimsol (Brit-speak 
for sneaker), in bright colors. 
The hot bags are the logo gym 
bag, 4-pocket rucksack, car- 
tridge bag and a knapsack in 
washed out cotton canvas. 
Womenswear is simple, 
preppy-inspired, yet very chic. 
Standouts include sporty 
jackets in chambray or white 
cotton, nautical striped Breton 
style tops in piqué and jersey, 
flirty ruffled cotton miniskirts, 
and adorable laurel print 
cotton jersey polo shirts. BUD- 
DHIST PUNK’s handmade 
collection plays up detailing 
and individual touches in 
feminine silk dresses and 
hand-stitched tops. In addi- 
tion, there are lightweight 
denims and a cheeky range of 
girl’s underwear! 
CHARIZMATIK introduced 
their first full women’s collec- 
tion at TBC, which was a 
winner in our eyes. Staples 
consist of short and long 
sleeve blouses in terrific cotton 
prints; sophisticated preppy 
pants in washed upholstery 
print fabrics; and a stunning 
twist on the classic cotton shirt 
with back yoke treatment. This 
sister brand is designed to 
complement the men’s spring 
line, mirroring the same inspi- 
rations and themes. 


A Melbourne, Australia based 
company, ROY, takes inspira- 


2 


a 


tion from the southern Califor- 
nia lifestyle. Making their 
womenswear debut at TBC we 
found some terrific pastel 
denim micro minis, cute 
hoodies, drawstring pants and 
cotton knit tees. 55DSL (the kid 
sister of Diesel) showed cute 
fleece sportswear pieces like a 
shrunken zip-front baseball 
jacket in powder blue with 
contrasting irregular striping 
running across the front. Tiny 
pull-on shorts coordinate. 
OtKer winners include the 
pastel blue cotton knit polo 
shirt with lime taping, the cute 
and colorful retro-print camp 
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shirts and cargo pants with 
camouflage fabric stitched into 
the waistband. Also on target 
are military influenced den- 
ims, and the surf group of 
board shorts in all-over prints. 
Making an auspicious debut at 
the show was 9 MUSES, the 
sister line to hot brand 
Akedemiks. We found sexy, yet 
sophisticated, clothes like a 
group of Japanese denims, 
supple napa leathers, (espe- 
cially the peplum jacket and 
hot pants with girly ruches, 

in perforated white 


continued on page 10 


- SEGUEING INTO SPRING 2003 


The Europeans 


hile this season goes 
by many names; 
resort, pre spring, 


spring I, FI prefers to classify 
this as the “segue season.” 
Why (?) ... because in reality, 
these collections offer us a 
glimpse into the future. No 
longer just limited to cruise 
wear for the jet set, resort has 
morphed into capsule collec- 
tions that work from the 
boardroom to the Bahamas and 
beyond, giving us an outline of 
spring’s key trends. 


That said, what can we expect 
from the European designers? 
For starters, there’s an explo- 
sion of color — from intense 
orchids and powdery pinks, to 
almond, lime, yellow, denim 
blue, olive, and “basic” shades 
of mocha, beige, tomato, white 
and black. The silhouettes 
tend toward the relaxed: de- 
tailed or embellished twin sets 
topping floaty skirts; relaxed, 
oversized, drapey knits; soft 
wide-legged pants paired with 
cropped jackets; feminine 
cocktail dresses; untraditional 
suits with a feminine slant; 
and close-to- the-body sports- 
wear pieces. Fabrics range 
from the softest perforated 
suede and leather, to stretch 
cotton and tropical wool, silk 
jacquard, sateen, linen, silk jersey, 
crepe and georgette. Tropical 
floral and animal prints, stripes 
and folkloric/peasant prints are 
popular motifs. 


At BOGNER WOMAN, sophis- 
tication and fun is the season’s 
leitmotif. The collection mixes 


feminine cuts and a sprightly 
color palette. Versatile sepa- 
rates run the gamut from 
supple suede hipster pants, 
accented with western in- 
spired stitching details, toa 
folkloric appliqued suede 
shirt, a midriff-tied floral 
cotton shirt with flat-front 
pants, and a floral embroi- 
dered denim jacket and jeans. 


Soft dressing is key at LES 
COPAINS. Resort starts with 
stripes and prints in easy 
cotton, and segues into spring ~ 
with floral prints, novelty 


oriented silk jacquard suitings, . 


perforated leathers, ruffled 
skirts and cropped pants. 
Outstanding — the floral (Etro) 
print, silk crepe, bias skirt and 
knit top; the floral cotton voile 
puff sleeve blouse; a cool 
cotton, tight little group in 
white; and a floaty animal 
printed chiffon tank top over 
flowing pants, detailed with a 
surprisingly sporty cargo 
pocket and zipper accent. 
From the TREND collection 
comes a conceptual artistic 
feeling. Aimed at the urban 
customer is the shaped jacket 
in a dark red floral toile print 
on cream ground. It’s smash- 
ing atop cropped cuffed pants 
in a coordinating stripe. Also 
pretty is Trend’s striped sailor 
knit top paired with a floral 
voile skirt, and the graphic 
black/white sweater and 
printed abstract floral/stripe, 
flared skirt. 


Pre-spring at KRIZIA is all 
about splashes of tropical 
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color, soft little dresses and 
easy wearable suitings (dress 
over jacket ensembles). 
Standouts for the season in- 
clude Krizia’s yellow /orange 
chiffon cocktail dress with 
twisted leather spaghetti 
straps, her signature animal 
pattern beaded tops and 
printed chiffon skirts, and a 
black crepe crop jacket and 


KRIZIA 


continued on page 7 
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“ON THE UPSWING” 
continued from page 1 


The Experts Weigh In 
On Where to Go 


Doneger analysts regard the 
Collective as a very significant 
show for getting a sense of the 
direction the season is going in. 
“Lately, and particularly this 
season, the show has been more 
tasteful and directive, all of 
which give the show validity. “ 
said Mr. Minsky, Sr. VP of Mer- 
chandising at Doneger. Also 
enthusiastic about spring ’03, he 
praises the Collective giving it 
high marks in terms of offering 
more and more lines and an 
increased number of “excellent 
resources” from which specialty 
store buyers can choose. 


And who is the male customer 
that retailers shop for at the 
Collective? According to 
Doneger’s David Wolfe, men are 
becoming more status and label 
conscious than they ever have 
been. The market is coming to 
grips with two important male 
customers. The first is a young 
man who is a designer male 
customer. He does not want to 
dress only in the rap genre, as 
designers have mistakenly been 
assuming, states Mr.Wolfe. The 
second important fashion cus- 
tomer is the boomer who is 
dressing in more age-appropriate 
attire. Mr. Wolfe remarks, 
“They’re too smart to dress 
‘younger’. They know they’re not 
in college any more.” The easy- 
to-wear basics in the Go Silk 
label are a favorite with this 
affluent customer. The reason 
behind their success with 
boomers could be that the house 
has a strong handle turning out 
“Athleisure” clothing. 
“Athleisure” is a term Doneger 
analysts have coined to describe 
the hybrid of sport-inspired 
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clothes that are getting more and 
more polished with each passing 
season. “Athleisure” also extends 
to accessories, particularly to 
footwear. Shoes don’t look like a 
sport shoe, but they are made out 
of sport shoe material. Seemingly 
everyone from Kenneth Cole to 
Ralph Lauren (Purple Label) to 
Gucci has jumped on this band- 
wagon. There is also a third 
customer designers are address- 
ing. He is the cosmopolitan man, 
a modern day James Bond. Mr. 
Wolfe gives high marks to the 


THOMAS PINK 





polished Ralph Lauren Purple 
Label that perfectly suits this 
category. 


Collective: Spotlight on 
the Designers 


Gone are the days when a mens- 
wear designer was strictly a 
menswear designer. Many are 
extremely versatile individuals 
who slip seamlessly from one 
creative enterprise to another. 
Two prominent designers that 


continued on page 8 


“SEGUEING INTO SPRING 2003” 
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pleated trousers with flared 
cuff. The collar and jacket cuffs 
are in stark white. 


KAPALUA (at Signum Interna- 
tional) is a power packed 
collection from Germany that 
looks to the ‘70s as inspiration 
for 2003. Highlights include 
neutral toned tunics in coarse 
knits or cottons with interest- 
ing details like leather ribbons, 
crochet hems and more. Swingy 
skirts feature denim or pigskin 
waistbands and patchwork 
detailing. Unusual trouser detail- 
ing includes Indian or floral 
embroidery at the hem, side-seam 
braiding or feathers. 


At LEONARD the focus is on 
extreme luxury. Their signa- 
ture prints are translated into 
silk chiffon, stretch tulle and 
silk jersey. This season there 
are delicate orchids, camellias 
and bamboo shoots, giant 
peonies and a patchwork of 
stylized and geometric flow- 
ers. There’s an exquisite 
stretch satin skirt that’s shown 
with Leonard’s beautifully 
tailored wool coat. Also chic, 
the asymmetric eucalyptus 
printed top and matching 
jersey pants. The wrap and tie 
jersey dress, in a print of mini 
flowers and fuchsia orchids on 
a yellow ground, is simply © 
adorable and has a youthful 
appeal. Leonard also has a way 
with solids, namely the stun- 
ning black jersey dress ac- 
cented with a pink floral cum- 
merbund waist and tie back. 


ST EMILE (Signum Interna- 
tional) is a youthful collection 
with an emphasis on detailing 
and coordinated lifestyle 
dressing. Fabrics include 
cotton denims, techno, taffeta 
and cotton shirtings. The 
palette is kept to a minimum, 


with black, charcoal, viola and 
penne key. There are striking 
deerskin leather pants with 
self-belts, classic low-rise 
hipster pants, single-breasted 
shaped short jackets, and 
shirts with contrast color 
topstitching and starburst 
seaming. Details include 
grommets, drawstrings, and 
seam bindings. 


VESTIMENTA starts resort with 
lightweight stretch wool 
suitings, chic knitwear and 





TRENDS LES COPAINS 


cotton stretch in a focused tight 
collection in predominantly 
white, flamingo and black. 
Segueing into spring I are sand, 
tangerine and stone colored 
separates in perforated suede, 
wool/cotton twill, cady and 
wool stretch. Silhouettes are lean 
and sleek with an absence of 
details. Walk shorts, pea jackets, 
canvas toppers, and wool/linen 
self-pinstriped tailored crisp 
jackets and pencil skirts round 
out the picture. 
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“ON THE UPSWING” 
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represent this new trend are Eddia 
Mirharooni and Alexander Julian. 
Eddia, like Gianfranco Ferre, isa 
master architect turned fashion 
designer. He began his creative 
career in the home furnishings 
trade over twenty years ago, and 
designs handmade Oriental rugs 
in addition to the luxurious Eddia 
Beverly Hills tie, scarf and 
luggage collections. Alexander 
Julian, on the other hand, began 
his career in the early ‘80s as a 
menswear designer and then, in 
the ‘90s, branched out with 
phenomenal success into the 
home decorating market. Both 
Eddia and Mr. Julian are masters 
at utilizing color in novel ways in 
both apparel and home design. 


Eddia, Beverly Hills: Designer 
and founder, Eddia Mirharooni, 

- creates an impressive range of 
men’s accessories for the discern- 
ing man. He takes great pride in 
the fact that his silk ties are hand- 
stitched in France. This season, 
he has 14 new tie collections that 
blend vibrant colors, for which he 
is known, with conservative | 
designs. Colorful prints range 
from “old school ties to wovens, 
in lilac, pink, and sage bordered 
in suede. There are also Oriental- 
inspired prints in colors such as 
phantom black, crimson red, and 
linden green. Interesting innova- 
tions are the pleated tie that 
features a series of diagonal 
pleats and the “message tie”, 
where a personal message can be 
written on an area on the front of 
the tie. This area is hidden be- 
neath a diagonal pleat. To remove 
the message, simply apply a hot 
iron, and presto, it’s gone! 


Alexander Julian Private Label: 
This is where a laid-back spe- 
cialty store customer should be 
looking for shirts; dress and 
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casual, comfortable, well-con- 
structed pants and jackets; as well 
as club ties. According to a recent 
article in The Wall Street Journal 
(Aug. 16, 2002), corporate 
America is going back to a more 
grown-up way of dressing (jack- 
ets and ties) for at least part of 
the workweek. Men will soon be 
on the lookout for shirts that can 
do double-duty, and look just as 
good with or without a tie. Know- 
ing this, it is not surprising that 


_ Mr. Julian got a positive response 


to his ‘convertible shirt’ that can 
be worn tucked-in with a tie, or 
out for a more casual look. The 
‘convertible’ is made intention- 
ally longer with articulated vents 
and has reverse striping where the 
tie would lie. This brings the eye 
up to that area as a real tie would. 


_ Mr. Julian calls this “a psycho- 


logical tie”. Julian confided to 
one of the buyers that he has “a 
big thing for club ties”. While 
they certainly could be consid- 
ered preppy, he makes use of 
bright and unexpected color 
combinations that give his de- 
signs just the right amount of 
twist. On a visit to Mr. Julian’s 
Connecticut studio, he told us 
that he had designed over 30 ties 
while on a domestic shuttle 
coming back from a business 
meeting. His latest menswear 
line, Alexander Julian Private 
Reserve, is meeting with great 
success. Julian’s success exempli- 
fies David Wolfe’s analysis of the 
market. According to Mr. Wolfe, 
people have gotten very serious 
about their bottom line and 
margins. “Newness is what is 
selling, but it’s not the good old 
basics that are setting the world 
on fire. It’s the reinvention of the 
basics that is exciting.” 
Alexander Julian is a designer 
who understands this. 


N.Y. Industrie: N.Y. Industrie 
operates under the Staff Interna- 
tional umbrella. This season’s 


theme is “Greek Island”. Modern- 
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day Greek surfer gods are going 
to love lounging about in manda- 
rin shirts, and baggy trousers 
treated to appear well washed and 
sun-drenched. Although the 
silhouette is definitely baggier 
and more fluid than what we’ ve 
seen lately, the effect is achieved 
through careful design, ensuring 
that the clothes are not in any 
way sloppy. And it’s no wonder — 
Kostas Markudas, who designs 
NY Industrie, was formerly a 
designer at Helmut Lang. Color 
comes into play: pale greens and 
yellows have received a very 
positive response at the show. 
Metallics were used in a very 
subtle manner, as dulled thread- 
ing in the tee shirt material. 


Tommy Bahama’s booth was 
knee-deep in eager buyers. Mr. 
Minsky counted it as one of the 
stars of the show: “Tommy 
Bahama makes beautiful prints 
and uses beautiful fabrics. On top 
of that they have good people 
who give outstanding customer 
support and service.” 


Go Silk’s latest collection re- 
minds us a bit of the hospital 
scrubs that men loved in college 
and wore as pajamas and ‘hang- 
ing out’ clothes. Go Silk mens- 
wear is just as comfortable, but 
infinitely more sophisticated. The 
line looks more contemporary 
since they switched from Fuji silk 
to 140’s Broadcloth, which is 
softer but has the crispness to it 
that some silks lack. And, as an 
added bonus, the broadcloth is 
fully washable. At the show, 
exhibitors had a great reaction to 
the cargo linen drawstring shorts 
and the solid knitwear that they 
say fills a hole in the men’s 
marketplace. While core basics 
remain black, navy and khaki, for 
spring, they’ve added straw, and 
birch, the palest green. 


continued on page 9 
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“ON THE UPSWING” 
continued from page 8 


Barbour 

On our visit to the Barbour booth, 
we got lucky and spoke with 
Barbour’s head designer, Thomas 
Hooven. He explained the 
Barbour esthetic and where the 
company is headed. The directive 
is to bring Barbour back in their 
core customer’s line of sight. 
“Right now,” he estimates, “we’re 
in the outer edges of the bull’s- 
eye.” Back in the ’80s, Barbour’s 
heyday, they were dead center. 
Part of the strategy is to rollout 
their first-ever women’s line. It is 
significant to the menswear 
business because Barbour is 
targeting the male equivalent in 
the female market — the man and 
woman who are very athletic and 
are looking for clothes that will 
do double-duty. The main thrust, 
Mr. Hooven explains, is-to de- 
velop the line to the point that 
Barbour’s sporty customer will 
consider it to be sophisticated 
enough to wear off the playing 
fields and onto the streets, as well 
as for travel. 


For the past two years, Mr. 
Hooven has worked on “rapidly 
broadening” the range of offer- 
ings. Items now available include 
hats, scarves, shirts, and trousers. 
Mr. Hooven designed a shirt 
collection employing the same 
tartans used to line Barbour’s 
famous shooting jackets, a classic 
that has been slightly altered over 
the years to take advantage of 
gore-type technology. The wax 

_ cotton is still used as retailers and 
consumers love the beaten-up 
used look of Barbour’s outerwear. 


A Visit to Thomas Pink 

After speaking with Mr. Minsky, 
FI also visited the Thomas Pink 
Madison Avenue flagship. The 
sales associate informed us that 
90% of their shirts fall under the 
‘Black Label category. This stan- 





dard Pink shirt has a 3” semi- 
spread collar, while a Brooks 
Brothers’ measures only 1 1/2”. It 
comes with the French or button 
cuff option. Though the French 
cuff is very popular (70% buy 
this), the button cuff shirt can be 
worn for both business and 
casual. The new shirt at Pink is 
the “cutaway collar” model, 
which comprises 10% of company 
inventory. It is the brand’s fash- 
ion forward item for the season 
(spring ’02, it was the forward 
pointed collar shirt). 


For spring 2003, Pink is on trend. 
There are shirts of block checks, 
in green, yellow, blue, and purple 
(to name just a few options), as 
well as textured shirts and, of 
course, the classic broadcloth. 
The company maintains ample 
stock of solid light blue and white 
shirts for their customers who 
like to stick with the classics. 
One change is that the classic 
blue shirt has been revved-up. It’s 
now a few shades deeper than the 
traditional baby blue already in 
most men’s closets. Shirts come 
in 100 and 170 thread count 
Egyptian cotton. Pink also offers 
a selection of colorful enamel and 
gold cufflinks along with colorful 
textured ties. 


Summarizing spring 2003: 
What to Look For 


An increased penetration 
of woolens. 


An infusion of color: “Surpris- 
ingly,” says Mr. Wolfe, “today’s 
man is more receptive to color 
than women are. Although ‘the 
return to color’ regularly makes 
the pages of the fashion maga- 
zines, women are still not giving 
up black and a primarily muted 
wardrobe based around whites, 
khaki, gray and navy.” 


The importance of texture: 
Thomas Pink made use of texture 


in both shirts and ties. 

The comeback of tailored looks. 
Dress shirts: “Dress shirts,” 
reports Mr. Minsky, “are looking 
really good at the designer level 
and at the Collective.” He praises 
Pink for producing a nicely 
constructed shirt of good quality 
that can be worn with or without 
a tie. In general, shirts collars are 
being constructed with a larger 
Spread, and in such a way that 
they can stand up. French cuffs, 
and consequently cufflinks, 
continue to be strong, particularly 
at the specialty store level. 
Adding the tweak: It could be a 
great lining, color facings or a 
buttonhole sewn with brightly 
colored thread (Alexander Julian 
Private Reserve, Thomas Pink). 
Print and pattern: Expect un- 
usual pairings of prints. The use 
of print and pattern is very impor- 
tant for spring. There’s more and 
more and more of it — retro, 
graffiti, graphics. And, it’s being 
paired together! 

Ties: There’s a return to tradi- 
tional ties, such as diagonal rep 
stripes and multi-stripes, but in 
unexpected color combinations. 
Mr. Minsky believes that ties are still 
a very difficult category. Companies 
are only now beginning to emerge 
from the last decade of casual khakis 
and sport shirts as the norm for 
corporate attire. 

Silhouette: There’s a Pan Pacific 
influence (seen at Diesel Lab) 
manifesting itself in wrap shirts 
and kimono-cut jackets. Tom 
Ford’s Gucci collection channels 
“souvenir Tokyo stuff”. 


DAVID WOLFE’S WATCH LIST 
FOR SPRING 


D2: Abercrombie & Fitch, Euro- 
pean Style. 


RALPH LAUREN PURPLE 


LABEL: A gorgeous line. 


PAUL SMITH: Dynamite. We loved 
the unabashed use of color. 
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napa), and the delicate stretch 
silk separates detailed with 
tucking. One of the best collec- 
tions we saw was Danish 
clothing company HUMMEL, 
who showed edgy urban 
sportswear for both sexes. 
Retro soccer mania inspired the 
classic tracksuits, while an- 
other theme played up Tibet 
with a “British boarding school 
meets Buddhism” attitude. 
Each piece features the Tibetan 
flag on fabrics that are faded 
and worn. Also key are 
Hummel’s lace-up pants, knit 
and hooded sweater tops and 
halter tops, plus a group of 
“customized trash sweats” that 
are faded and personalized 
with spray paint. 


Swedish workwear brand 
DUNDERDON offers innova- 
tive clothes in techno fabrics 
for the hip male. Construction 
is the spring 2003 theme and 
focuses on updated classic 
styles like the five-pocket 
vintage denim jeans and heavy 
vintage washed chino pants, 
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vintage washed jackets in 
waterproof, breathable materi- 
als, and sweaters that are 
vintage washed, with graphics 
inspired by construction. New, 
contemporary, menswear label 
SCHIELE takes inspiration 
from stylish men of a certain 
age. For spring/summer this 
translates into martial arts 
graphics, architectural draw- 
ings, and celebrity icons 
Woody Allen and John Lennon. 
Jackets are fashioned from 
“dead stock” suiting fabrics 
detailed to the nth degree. 
Trousers are boot-cut and low 
slung, while the colors are 
washed, often pastel, with 
stripes and florals added to the 
mix. Denims are washed and 
have unfinished seams for a 
vintage feeling 


One of the best footwear col- 
lections was EVISU (a Japanese 
denim brand). The focus is on 
trainers, leather/denim flip- 
flops, mules and sandals. Our 
favorite ladies’ shoe offered a 


Publisher: 


tongue flap, it had a wood golf tee 
embellishment on one side! 

CLAE FOOTWEAR offers 
casual, non-traditional men’s 
shoes with canvas, hemp and 
mesh uppers. A standout — the 
runner influenced shoe with a 
low profile stacked mid-sole. 
Out of London comes SWEAR, 
with cheeky yet very wearable 
styles for men and women. Our 
picks for the guys — the old 
school boating shoe. For trendy 
girls we love the kitten-heeled 
t-straps and pumps in leather, 
canvas, or suede with checker- 
board patterned rubber 
footbeds (combined sole and 
heel) in contrast colors. Also 
terrific fun — the paint spat- 
tered pastel suede group for 
both sexes. 
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